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Growth summary

New markets

More customers

New

2

New products

customers & services

1

Today’s Loyalty &
business new spend

More money from each customer

Your business issues

Continuing to increase every year since 2009,
26.3 million people visited Louisiana in 2012
and 1.2 million of them were greeted at
Louisiana welcome centers. Those visitors
spent $10.7 billion in the state.

Louisiana Office of Tourism specifically wants
to choose the best funnels to attract ever
more visitors to the state, specifically:

B How visitors get to the state
B Which activities/attractions draw visitors

B How visitors interact with media; which are
most effective

B Importance of Louisiana Travel marketing
materials on decision to visit Louisiana:
Tour guides/brochures, map, website, web
surfing, toll free numbers, social media,
television, print, online banner ads.
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Growth summary

Growth insights

In-state and nearby states represent the most viable
markets for Louisiana, as these areas represent a
disproportionate share of visitors who drive there.
Even New Orleans, with nationwide appeal, attracts
more than half its visitors from Louisiana, Texas,
Mississippi, or Arkansas.

Louisiana has many activities and features to appeal
to different tastes, so messaging can vary by market.
Features that Louisiana can leverage (high in both
importance and performance) include regional
cuisine, lots to do, value, weather, and scenery. In
contrast, safety (important but low performance)
warrants attention.

Those viewing ads or using Louisiana Travel react
very positively, with made me want to return and
web surf/browse leading all other behaviors. Boosted
by other media (25% visit the website after viewing
another ad), the website has double the exposure of
print/television/banner/or social media and is the
most likely to generate some form of positive impact.

Visitors find Louisiana Travel’s materials important in
trip decision-making, especially the web, but also
printed material some people still crave: tour guide/
brochures and maps. Advertising (especially TV) also
contributes to choosing Louisiana.

Precise plans for growth

Continue to concentrate on the within-driving-
distance markets where most visitors live,
particularly Texas.

Stress activities that appeal to everyone, such
as local cuisine, and in some markets, add
activities prevalent in the area, such as gaming,
historical/educational features, and sightseeing.

Strengthen Louisiana’s safe/secure image, but
without drawing undue attention to it - i.e,,
improve it, but without reminding visitors that it
is an issue.

Continue to utilize various media because they
work together to build interest in the state and
can funnel visitors to the website. Since the
current television ads focus on music as well as
food, radio ads could be effective as well.

Support and enhance the website so that
potential visitors who surf the web, whether
stimulated by other Louisiana advertising or
not, find the state enticing.

While printed materials that tangibly aid visitors
(tour guides and maps) will remain important to
many for some time, consider interactive travel

apps that will appeal to younger visitors.
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Purpose and research methods

Purpose:

B Measure the stimuli that
prompt visitors to come

Survey Timing: Target Audience:

to Louisiana

Stimuli in 2013:

m Paid advertising
(Print/TV/Digital)

B Owned media:
Facebook, Twitter or the

Louisiana website
(www.louisianatravel.com)

m February 28 - m Adults 18+
March 17, 2014

m Visited Louisiana in past
24 months (2012 -
2013)

Research Methods:

m Online survey taken by
Louisiana visitors (from
TravelsAmerica)

m Weighted by age

B Measure recognition of
Paid or Owned media
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Executive summary
Activities to promote

B Visitors vote tasty cuisine as Louisiana’s key strength and cite safety as the key challenge.

Importance

70%

Opportunity Strength

(High Importance/Low Rating) (High Importance/High Rating)

o,
60% Safe/secure
o Tasty regional cuisine
Good value Y g.
Relaxing
50% Good wea.ther ® ¢ Lots to do
Reasonable costs @ @ ®Beautiful scenery
Clean/unspoiled Great weekend - - :
40% ° getaway Louisiana Rating
[
Good for families@ Convenient @ Historical/ educational

30% Family/history there @ .

Low Priority QShopp'lng )

(Low Importance/ Friends/relatives @ ® Fairs/festivals

Low Rating)
20%

® Embark on cruise Maintain

Golfing (Low Importance/High Rating)

10% o

25% 30% 35% 40% 45% 50% 55% 60% 65% 70% 75% 80% 85% 90% 95% 100%

Q23: Using a scale of 1 to 10 (10=extremely important), please rate the importance of each of the following attributes when selecting a destination.
Q24. For each of the attributes mentioned below, please rate how well Louisiana suits you.
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Executive summary

Impact of media

PERSUASION: Proportion noting positive impact among ViSiiI iwho saw ads/website (impacted/rec):
Q Q

% Recognized Ads/Owned Media
Overall, a quarter notice ads/owned media, Base: Past Year Louisiana Visitors (n=415)
particularly New Orleans, Houma, Lafayette, and

Alexandria visitors

27%
The website leads other ads/efforts 15%
The ads prompted positive action of nearly a fifth woum B oo I
of all visitors (18%) - and persuaded a majority ~ Any Print ~ Television Banner  Social  Visited Request
(67%) of those who saw the ads/owned media. Paid/Owned Media ~ Website ~ from

] . . LA Travel
Persuasion varies by market - especially strong for

New Orleans and Shreveport; less so for Slidell/N.

Shore and Lafayette.
Recognition (Paid/Owned) and Impact by Destination
Base: Past Year Louisiana Visitors (n=415)

® % Recognized % Positive Impact from Ad/LA Contact

39%
0 339, 34%
27% 27% 27%
24% 0

Total Alexandria  Baton Rouge Houma Lafayette Lake Charles Monroe New Orleans Shreveport Slidell/ N.
Shore

67% 59% 54% 61% 56% 63%

Q28/Q32/Q34/Q36/Q37/Q26. Abridged: Have you seen any of these print/TV commercials/online ads/ social media pages/the www.louisianatravel.com website or
requested information from Louisiana Travel prior to your last visit?

Q39. How did the ads or materials/information provided impact your decision to take a leisure trip to Louisiana?

Louisiana Visitor Conversion
April 2014
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Executive summary

Action taken N . .
%o Citing Positive Impact from Ads/Media

. ) ) Base: Past Year Louisiana Visitors Who Saw Media Type
B Clearly influencing behavior, two-

thirds of visitors take a positive action

81% 85%

after viewing ads/media - primarily: 67% oL
B Making them want to return 54% 51% 50%
B Searching the website
u Seeklng more Informatlon Any Print Television Banner Social Visited Request from
Paid/Owned (n=28) (n=37) (n=13) Media Website LA Travel
(n=112) (n=27) (n=76) (n=43)

Top Behaviors Caused by Ads
Base: Past Year Louisiana Visitors Who Saw Any Media Type

e 36%
(o)
(o] (o] (o]

Any Made Me  Website - Seek Add Got LA Convinced Website - Got LA Follow LA Lengthen Asked for
Behavior Want to Search More Info Attractions Tour Guide to After Ad Travel Travel on Stay Opinions/
Return Book Trip Email Facebook/ Advice

Newsletter  Twitter

Q39. How did the ads or materials/information provided impact your decision to take a leisure trip to Louisiana?

Louisiana Visitor Conversion
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Executive summary
Different ads/media motivate different actions

B Viewer/users of every ad/media named made me want to return to Louisiana as one of
their top five behaviors

B Getting the Official Louisiana Tour Guide also makes the “short list” every time
W Adding attractions appears for all ads/media except print.

Top Five Actions by Ads/Media
Base: Past Year Louisiana Visitors Who Saw Media Type

Past Year LA Request from Visited Saw TV Saw Social

Visitors LA Travel Website Saw Print Ad Commercial Saw Online Ad Media Pages

Any (67%) Any (76%) Any (85%) Any (54%) Any (51%) Any (50%) Any (81%)

W;L?rti:o ;Li?,scﬁe W;qutinto gvezbriﬁe Added Attractions Added Attractions to Convinced to Book
(595%) (598%) to Visit (32%) Visit (50%) Trip (61%)

Seek More

Went to Website Seek More Seek More Lengthened Stay BUEITE 3 TSR
Information (48%)

During Search . o . o A During Search
(39%) Information (31%) Information (29%) (41%) (57%)

Seek More Added Attractions Seek More Asked for Opinions/ Got Official LA Got Official LA Tour
Information (36%) to Visit (47%) Information (48%) Advice (31%) Tour Guide (29%) Guide (37%)

Added Attractions to Added Attractions Fg!ggbgék;fr%ie?n Lengthened Stay Added Attractions to
Visit (30%) to Visit (41%) (27%) (27%) Visit (49%)

Got Official LA Tour Got Official LA Got Official LA Got Official LA Tour Went to Website After Got Official LA Tour
Guide (27%) Tour Guide (44%) Tour Guide (37%) Guide (27%) Saw Ad (32%) Guide (47%)

Q39. How did the ads or materials/information provided impact your decision to take a leisure trip to Louisiana?
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Executive summary
Not all marketing efforts are equal

B Tour guides/brochures, web surfing/website, and maps lead other marketing efforts, whether
the visitors recognize ads or not

B Television, print, and social media also contribute to the Louisiana trip decision.

Most Important in Louisiana Trip Decision Making

600/0 550/O
41% 44%
0 28% 29%
. 18% . 23% . 20% . 16% 10% Lo 6% 14% 20% Lo 13% 00
e - - Bl ° = ”
Maps from LA Tour Web Surfing/ www.louisiana 1-800 Number  Social Media  Television Ads Print Ads Online Ads
LA Travel or Guide/ Browsing travel.com to Request
Website Brochures Visitor Info
ETop 3 Most important One Most Important
60% 66%
38% 36% 0
o . 16% ° 52" 25% > 15% 25% 149
o 8% 8% 6% - ° 0 0 o
1% 3% 3%
I e o B
Maps from LA Tour Web Surfing/ www.louisiana 1-800 Number  Social Media  Television Ads Print Ads Online Ads
LA Travel or Guide/ Browsing travel.com to Request
Website Brochures Visitor Info

Q40. Which has the greatest effect on your decision to visit Louisiana?

Louisiana Visitor Conversion
April 2014
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Executive summary e Lo Vit
Where travelers go in Louisiana; where they live

38% 27%

B Louisiana entertains its own and border-state vacationers (especially Texas); New Lo
Orleans, Baton Rouge, and Houma more successfully draw distant travelers. - LiVE Residents
(Note: in-staters more likely visit multiple LA places, so each area shows a higher proportion of them.) SEREEIE 359
L. L. Border State
LA Visitors -- % Visiting Each Area (Where They Go) Residents
63% Base: Past Year Visitors
33% 559,
° 20% 22% o
I _ I
New Baton Shreve- Lake Lafay- Slidell/ Monroe Alex- Houma
Orleans Rouge port Charles ette North... andria
Where They Live
Base: Past Year Visitors
New Baton Lake Slidell/
Orleans Rouge Shreveport Charles Lafayette North Shore Monroe Alexandria Houma

17%
48%

25% 24%
46%
o
30% 30%

H Louisiana H Border States u Elsewhere

Q9: Where did you go in Louisiana on your last trip? Q11: On trips prior to your last trip, where else have you visited in Louisiana? Panel

: Residence

Louisiana Visitor Conversion

April 2014
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Executive summary
Cross-over visitation

B Luring leisure travelers to the state benefits multiple destinations.

Cross-Over Visitation:

Where Past Year Visitors Have Ever Visited
(Orange = 50%+)

Trip Destinations:

Also Visited Alex- Baton Houma Lafay- Lake Monroe New Shreve- S“'I:If"/
(Ever): andria Rouge ette Charles Orleans port Shore
Alexandria 100% 44% 37% 53% 43% 41% 28% 46% 32%
Baton Rouge 83% 100% 64% 89% 69% 64% 63% 63% 71%
Houma 28% 31% 100% 41% 32% 23% 23% 19% 45%
Lafayette 85% 62% 69% 100% 65% 48% 39% 51% 56%
Lake Charles 59% 53% 62% 62% 100% 45% 40% 48% 58%
Monroe 56% 40% 31% 44% 37% 100% 26% 49% 38%
New Orleans 85% 91% 929% 91% 87% 77% 100% 76% 98%
Shreveport 90% 51% 46% 61% 549%% 63% 34% 100% 48%
Slidell/N. Shore 43% 44% 66% 50% 50% 42% 36% 25% 100%

Q9. Where did you go in Louisiana on your last trip?
Q11: On trips prior to your last trip, where else have you visited in Louisiana?

Louisiana Visitor Conversion
April 2014

TNS © TNS 2014 TNS 212-234891 13



Executive summary
Importance of tourism to Louisiana

B Cruisers Contribute. Although New Orleans represents only a small portion of Louisiana visitors (5%),
almost half of them spend at least an extra day or two enjoying the city.

B High Overnight Volume. Most visitors spend the night (88% spent at least one overnight on at least one
trip), and if they stay over, they average about four nights per trip.

B Substantial Tourism Spending. Overnighters spend more than twice as much as day-trippers ($809 vs.
$380); further, those who saw ads/contacted LA Tourism/website spent even more ($976 overnighters).

m Overnight Day Trip
$976
$809
e $548
$373
Total Visitors Saw Ad/Media Key Market Resident Border State Resident Louisiana Resident

Q16. Please estimate the dollars your travel party spent for each category on your last overnight trip to Louisiana.

B Most Drive. Because Louisiana is convenient to most visitors, most drive their own auto; only New Orleans
draws many visitors (24% fly) from longer distances.

Louisiana Visitor Conversion
April 2014
TNS © TNS 2014 TNS 212-234891 14




Executive summary
Importance of tourism to Louisiana continued

B Visitors Go Home Happy and Enthusiastic. More than four out of five note they are very/extremely
satisfied with their visit and three-quarters would recommend (very/extremely likely) a Louisiana trip to
others. Those exposed to Louisiana Travel messaging tend to be more satisfied than others; border state
residents less so.

m Satisfied = Would Recommend

910/0870/0

39% 88%89% g40,87% 86% g 85%g6%0 87%87% 92%g49, 89%g4e, o
77%750,

82%7g0, 84%80%

75 %

50, 79% %
.ﬁlll

Total Saw Key Border Louisiana Alex- Baton Houma Lafayette Lake Monroe New Shreveport Slidell/
Visitors Ad/Media Market State Resident andria Rouge Visitor  Visitor Charles Visitor Orleans Visitor N. Shore
Resident Resident Visitor Visitor Visitor Visitor Visitor

B Word-of-Mouth Still Reigns. Besides own experience, the frequent use of friends and relatives to plan a
trip underscores the importance of going home happy and recommending to others, and likely to remain

high even if the medium of exchanging information becomes more electronic/digital.
53%

40% B Total Louisiana Visitors m Saw Ad/Contact LA
34% 34% 33%
27% 26%
15% 14% 20/ 16% 14% 14%
B
Friends/ Destination Online Travel Social/Comm'l Mobile (iPhone,
Experience Relatives Website Full Service Provider Facebook, TripAdvisor, Mobile Web
(Expedia etc.) (airline etc.) LinkedIn, blogs, etc.) Browsing)

Q8. What sources did you use to plan you last trip to Louisiana?
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Executive summary
Travel behaviors vary by destination

B Messaging Considerations:
Destinations can align their marketing
messages to fit with the travel patterns
of their visitors (top areas noted in

red):

% VFR*
Alexandria
Baton Rouge
Houma
Lafayette
Lake Charles
Monroe

New Orleans
Shreveport

52%
53
48
52
47
50
43
47

Slidell/N Shore 46

% O/N** and # Nights

Alexandria 88% 3.4
Baton Rouge 89 4.0
Houma 98 6.9
Lafayette 92 4.4
Lake Charles 82 4.6
Monroe 84 2.7
New Orleans 91 4.3
Shreveport 85 2.8

Slidell/N Shore 86 5.1

Top Two Activities

Alexandria
Baton Rouge
Houma
Lafayette
Lake Charles
Monroe

New Orleans

Shreveport
Slidell/N Shore

Visit relatives 48%; Visit friends 38%

Visit relatives 45%; Shop 36%

Visit relatives 43%; Visit friends 35%

Visit relatives 44%; Shop 36%

Visit relatives 36%; Visit friends/Shop tie 33%
Visit relatives 31%; Casino/Gaming 28%
Shopping 44%; Fine dining 37%
Casino/Gaming 38%; Visit relatives 36%

Visit relatives 41%; Shop 29%

O/N** Spending in LA % Drive Own Auto
Alexandria $517 Alexandria 92%
Baton Rouge $619 Baton Rouge 83
Houma $613 Houma 94
Lafayette $535 Lafayette 92
Lake Charles $526 Lake Charles 91
Monroe $565 Monroe 95
New Orleans $1,023 New Orleans 71
Shreveport $596 Shreveport 90
Slidell/N Shore $679 Slidell/N Shore 84

*VFR: Visit Friends/Relatives (Primary Purpose)
** O/N: Overnight

Louisiana Visitor Conversion

April 2014
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Executive summary
Competitively — watch your neighbors

Future Areas Considered by Louisiana Visitors

some visitors venture outside the Base: Louisiana Visitors (n=522)

region, most stay in the South - B

proximity, because of both Louisiana

convenience and cost, plays a Florida

substantial role in destination

choices. Eight of the top 10 Texas

destinations considered by California

Louisiana visitors are southern

states (LA, FL, TX, MS, GA, AL, TN Mississippi e

/ Y / Y Y / Y m Total Louisiana Visitors

AR. Georgia Saw Ad/Contact LA

B So .. in keeping an eye on the
ceeping an eye on

competitive environment, it Alabama

becomes really |mpo’|”tant to “keep Tennessee

up with the Joneses.

Arkansas WEERL
Tlinois Mekk

Other/Not Sure

Louisiana Visitor Conversion
April 2014
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Top Louisiana destinations

B New Orleans and, secondarily, Baton Rouge draw the largest share of visitors.

LA Visitors to Destination
Base: Past 2 Year LA Visitors

m Ever m Visited in Past Year
40% 38%
31%
20% 22%
14%
New Baton Shreveport Lake Lafayette Slidell/ Monroe
Orleans Rouge Charles North Shore

28%
21%
9% 7%

Alexandria Houma

Q9: Where did you go in Louisiana on your last trip? Q11: On trips prior to your last trip, where else have you visited in Louisiana? Panel: Residence

Louisiana Visitor Conversion
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Relative size of key segments
Market relevance

B The majority of Louisiana visitors live in-state or in a border state (primarily Texas at 26%)

B Visitors tend to be over 55 and primarily Caucasian
B More than a quarter recalled the ads.

Proportion of Past Year Louisiana Visitors by Segment

By Source By Age (Mature = 55+) By Ethnicity

13% 2%

E Louisiana = Border States m Elsewhere mUnder 35 ®m35-54 m®m55+ B White ®mAA* m®Hispanic ®Other

* African-American
Q1: How old are you? Q3: Panel: Residence and ethnicity
Caution: Note Small Sample (20) for Hispanics yields less reliable comparisons

By Awareness

mYes

= No

Louisiana Visitor Conversion
April 2014
TNS © TNS 2014 TNS 212-234891
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Source of visitors by Louisiana destinations

Market relevance

LA Visitors -- % Visiting Each Area
L. , . Base: Past Year Visitors
B New Orleans, Louisiana’s largest city, and

Baton Rouge, the second largest city and 63%
capital of the state, top the state )
destinations 3% se -

20%
14% 15%
m New Orleans, draws about half of its . - I - e % 7%
- I

visitors from distant areas (beyond )
.. New Baton Shreve- Lake Lafay- Slidell/ Monroe Alex- Houma
Louisiana or border states). Orleans Rouge  port Charles ette North andria

Shore

Proportion of Past Year Louisiana Visitors to Destination by Source

Alexandria Baton Houma Lafayette Lake Monroe New Shreveport Slidell/
Rouge Charles Orleans North Shore

17% 24% 21%
47%
48% 30%

21% 45%
H Louisiana H Border States u Elsewhere

27%

10% 63%

25%
46%
30%

Q9: Where did you go in Louisiana on your last trip? Q11: On trips prior to your last trip, where else have you visited in Louisiana? Panel: Residence

Louisiana Visitor Conversion
April 2014
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Destinations within Louisiana
Cross-over visitation

B Considerable cross-over exists, although those traveling to New Orleans and Shreveport
venture elsewhere less than those to other Louisiana destinations.

Cross-Over Visitation:

Where Past Year Visitors Have Ever Visited
(Orange = 50%++)

Trip Destinations:

Also Visited Alex- Baton Houma Lafay- Lake Monroe New Shreve- S"ff"/
(Ever): andria Rouge ette Charles Orleans port Shore
Alexandria 100% 44% 37% 53% 43% 41% 28% 46% 32%
Baton Rouge 83% 100% 64% 89% 69% 64% 63% 63% 71%
Houma 28% 31% 100% 41% 32% 23% 23% 19% 45%
Lafayette 85% 62% 69% 100% 65% 48% 39% 51% 56%
Lake Charles 59% 53% 62% 62% 100% 45% 40% 48% 58%
Monroe 56% 40% 31% 44% 37% 100% 26% 49% 38%
New Orleans 85% 91% 92% 91% 87% 77% 100% 76% 98%
Shreveport 90% 51% 46% 61% 54%% 63% 34% 100% 48%
Slidell/N. Shore 43% 44% 66% 50% 50% 42% 36% 25% 100%

Q9. Where did you go in Louisiana on your last trip?
Q11: On trips prior to your last trip, where else have you visited in Louisiana?

Louisiana Visitor Conversion

April 2014
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Visitors residence
Most visitors live in-state or in nearby states

B Louisiana draws most of its visitors from the West South Central census region, primarily
from in-state residents (27%) and Texas (26%).

Source of Louisiana Visitors: Top States
Base: Louisiana Visitors

Louisiana _ 27%
Texas _ 26%

Source of Louisiana Visitors: Census Region
Base: Louisiana Visitors

West South Central _ 56%
South Atlantic - 14%

East South Central 12%

Mississippi 7%
Florida . 6%

East North Central . 6% : .
! Georgia . 5%

mid-atiantic [ 5% New York ] 4%

Pacific 3% Illinois I 49,

Arkansas I 3%

West North Central I 3%
Alabama 3%
Mountain I 2%
North Carolina I 2%

New England | 1% California 2%

Panel: State/Region residence of those who visited Louisiana (Total Louisiana Visitors)

Louisiana Visitor Conversion
April 2014
TNS © TNS 2014 TNS 212-234891
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Geography (Census Region State Composition)

B States within regions: use as a reference for prior slide.

Northeast Region South Region

New Mid South West South
[ EL T Atlantic Atlantic Central
Division Division Division Division
| e | m | b
| mMe | n | bc |
| MA | epa | R
| vt [ | nNc |
] wa

| wv

East West
N. Central N. Central
Division Division

Louisiana Visitor Conversion
April 2014
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Louisiana visitor trip purpose
Louisiana visitors often live in large, proximal DMAs

B Primarily traveling for pleasure, visitors to Louisiana most often live in Houston, New
Orleans, Shreveport, or Dallas/Ft. Worth.

Top Sources by DMA and Purpose of Louisiana Visit by Group
Base: Total Louisiana Visitors

Top Sources (Top 10) Trip Purpose

Total Visitors 91%
New Orleans, LA
Shreveport, LA
Dallas-Fort Worth Louisiana
Residents
Baton Rouge, LA
Mobile-Pensacola
(Ft. Walton Beach) 4%
Border State
Atlanta, GA Residents
Chicago
Little Rock-Pine Bluff
Key State

Lake Charles 3%
H Leisure Buisiness ® Personal Bz/ Other

Q13b: Please select the primary purpose of your last trip to Louisiana. Panel: DMA residence of those who visited Louisiana.

Louisiana Visitor Conversion
April 2014
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Relative size of key segments
Market relevance

W Visitors vote tasty cuisine as Louisiana’s key strength, with high ratings and high importance; in contrast,
they deem safety and cleanliness as areas to improve.

B Only a few golf in or cruise from Louisiana.

Importance

70%

Opportunity Strength

(High Importance/Low Rating) (High Importance/High Rating)

o,
60% Safe/secure
o Tasty regional cuisine
Good value Y g.
Relaxing
50% Good wea.ther ® ¢ Lots to do
Reasonable costs @ @ ®Beautiful scenery
Clean/unspoiled Great weekend - - :
40% ° getaway Louisiana Rating
[
Good for families@ Convenient @ Historical/ educational
30% i i
( Family/history there @ @Shopping
Low Priority Friends/relatives @ 8 Fairs/festivals
20% |(Low Importance/
Low Rating)
® Embark on cruise Maintain

Gglfing (Low Importance/High Rating)

10%

25% 30% 35% 40% 45% 50% 55% 60% 65% 70% 75% 80% 85% 90% 95% 100%

Q23: Using a scale of 1 to 10 (10=extremely important), please rate the importance of each of the following attributes when selecting a destination.
Q24. For each of the attributes mentioned below, please rate how well Louisiana suits you.

Louisiana Visitor Conversion
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Trip Characteristics and
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Trip purpose by visitor source/awareness
Visitors usually come to Louisiana for fun

B Nearly all visit for pleasure, with locals (in-state residents) more likely visiting family and
friends.

Primary Purpose of Trip

B Personal Bz/Other

u Convention/Conf./Seminar
m Business - General

B Other Pleasure/ Personal

m Outdoor Recreation

B Entertainment

m Visit Friends/ Relatives

Total Louisiana Visitors LA Visitor AND Saw Key State Resident Border State Resident Louisiana Resident
Ads/Contact LA

91% 95% 92% 92% 91% = Net Leisure
5% 2% 4% 5% 3% = Net Business

* Caution: Very small base size n<20
Q13b. Abridged: Please select the primary purpose of your last trip to Louisiana.

Louisiana Visitor Conversion
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Trip purpose by destination
Visitors usually come to Louisiana for fun

B Leisure travel dominates every destination, particularly friends and relatives; New Orleans

attracts a larger share of visitors coming for entertainment.

Primary Purpose of Past Year Louisiana Trip

Past Year Alexandria Baton Houma Lafayette Lake Monroe New

LA Visitors Rouge Charles Orleans
92% 93% 94% 90% 94% 91% 91% 94%
4% 2% 2% 4% 3% 4% 6% 4%

Q13b. Abridged: Please select the primary purpose of your last trip to Louisiana.

Shreveport

88%
7%

Slidell/
N. Shore

90%
3%

Hm Personal Bz/Other

m Convention/Conf./Seminar
m Business - General

B Other Pleasure/ Personal
m Qutdoor Recreation

® Entertainment

m Visit Friends/ Relatives

Net Leisure

Net Business

Louisiana Visitor Conversion
April 2014
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Overnight stays
Most visitors spend at least one night, unless they live in-state

B All Louisiana destinations host visitors who come for the day on some trips and spend the
night on others. Since New Orleans has a higher proportion of more distant visitors, it
logically hosts fewer day-trippers.

Day vs. Overnight - By SEGMENT

91% 84% 82% 28% 85%
56% 59% 520

Total LA Visitors LA Visitor AND Saw Key Market Resident Border State Resident Louisiana Resident
Ad/Contact LA

Day vs. Overnight - By DESTINATION

Total LA  Alexandria Baton Rouge Houma Lafayette Lake Charles Monroe New Orleans Shreveport Slidell/North
Visitors Shore

Q6. How many leisure trips, both day and overnight visits, have you made to Louisiana in the past 12 months?

m Stayed Overnight  mDid Not Stay Overnight
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Accommodations by segment
The majority stay with friends/relatives

B The largest share of Louisiana visitors come to see friends/family and many stay with them
rather than in other accommodations

B Louisiana residents spend relatively few of their overnights (24%) in paid accommodations.

Length of Stay
Base: Overnight Visitors

m Other/Unpaid
= Private Home
E Condo+TimeShare+Rental

® Hotel/Motel + B&B

Total Louisiana Visitors LA Visitor AND Saw Key Market Resident  Border State Resident Louisiana Resident
Ad/Contact LA

Average # of Nights:

Total 3.9 4.6 3.7 3.0 4.2
Paid* 1.6 2.1 1.4 1.1 1.0
Paid/Total 41% 46% 38% 37% 24%

* Hotel/Motel/B&B/Rental

Q17. Please specify the number of nights stayed at each of the listed accommodations on your last trip to Louisiana.

Louisiana Visitor Conversion
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Accommodations by destination
Visitors stay about four days on their Louisiana trips

B More New Orleans, Alexandria, and Shreveport visitors pay for accommodations than those
traveling to other Louisiana destinations.

Length of Stay

Base: Overnight Visitors
m Other/Unpaid

® Private Home
m Condo+TimeShare+Rental
® Hotel/Motel + B&B

Total  Alexandria Baton Houma Lafayette Lake Monroe New Shreveport  Slidell/
Lousiana Rouge Charles Orleans North Shore
Visitors
Average # of Nights:
Total 3.9 3.4 4.0 6.9 4.4 4.6 2.7 4.3 2.8 5.1
Paid* 1.6 1.5 1.5 1.7 1.1 1.3 0.9 1.9 1.2 1.2
Paid/Total 44% 44% 38% 25% 25% 28% 33% 44% 43% 24%

* Hotel/Motel/B&B/Rental

Q17. Please specify the number of nights stayed at each of the listed accommodations on your last trip to Louisiana.

Louisiana Visitor Conversion
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Travel companions by source
Most visitors arrive alone or with one other

Number of Household Members in Travel Party (Including Self)

ml-2
m3-4

m5+

Total Lousiana Visitors LA Visitor AND Saw Key State Resident Border State Resident Louisiana Resident
Ad/Contact LA

Average # of Household Members in Travel Party:
Total 3.1 2.5 2.9 2.5 3.4

Q21. On you last vacation-related trip to Louisiana, including yourself, how many people were in your travel party?

Louisiana Visitor Conversion
April 2014
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Travel companions by destination
New Orleans draws the fewest families with children

B One- and two-person travel parties dominate, although Monroe (home of Duck Dynasty’s
Robertson family) visitors more often come in larger groups.

Number of Household Members in Travel Party (Including Self)

78%

20%

All Lousiana Alexandria Baton Rouge Houma Lafayette Lake Charles Monroe New Orleans Shreveport Slidell/North
Visitors Visitors Visitors Visitors Visitors Visitors Visitors Visitors Visitors Shore Visitors
CY2012

m1-2 m3-4 m5+

Average # of Household Members in Travel Party:
Total 3.1 2.0 2.7 3.4 2.7 3.5 3.1 2.8 3.1 2.8

Q21. On you last vacation-related trip to Louisiana, including yourself, how many people were in your travel party?

Louisiana Visitor Conversion
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Primary mode of transportation
Most travelers drive to their destination

B Most Louisiana visitors drive, but air transportation climbs with increasing distance from
Louisiana.

m Own Auto/Truck
Air

Primary Mode of Transportation of Louisiana Visitors m Rental Car
m Other

73% 75%
Total Louisiana Visitors LA Visitor AND Saw Key Market Resident Border State Resident Louisiana Resident

Ad/Contact LA

840/0
5% 2094, 5% e
oz ™ ....._ 3 K 01 0/ | £ /0 O /0] | N0/, D /0]
All Louisiana Alexandria Baton Rouge Houma Lafayette Lake Charles  Monroe New Orleans Shreveport Vist
Visitors Visitors Visitors Visitors Visitors Visitors Visitors Visitors Visitors Slidell/North

Shore Visitors

Q14. Please select the primary mode of transportation used on your last trip to Louisiana.

Louisiana Visitor Conversion
April 2014

TNS © TNS 2014 TNS 212-234891 37



Trip timing
Nationally, most travel occurs in Summer, but not for Louisiana

Louisiana attracts visitors “off-season”:
m Overall, February and December lead other months

B However, Louisiana residents most often visit in February or March; Border state residents
add January to the February/December mix.

Timing of Trip by Season =s==Total Louisiana Visitors
Base: Visited Louisiana in Past Two Years
Saw Ad/LA Contact
==@==Key Market Residents
—8-=Border State Residents

=== | ouisiana Residents

26%

24%

22%
22%

Winter (Jan, Feb, Dec) Spring (Mar, Apr, May) Summer (Jun, Jul, Aug) Fall (Sep, Oct, Nov)

Q12. What was the month of your last visit to Louisiana?

Louisiana Visitor Conversion
April 2014
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Trip planning - timing by segment
Logical patterns occur for trip planning

B With a larger share of day-trippers, in-state visitors consider and decide to take relatively

spontaneous trips.

Time Decided On Trip Before Visit to Louisiana

29% AV

18%

0
20% 17%

11%

41% 46%

Total Louisiana Visitors Saw Ad/Contact LA Key Market Residents

Time Considered Trip Before Visit to Louisiana

23%

18%
16%

32% 36%

19% 13%
15% 18%

34% 33% 42%

Total Louisiana Visitors Saw Ad/Contact LA Key Market Residents

Q7. How far in advance did you consider/decide to visit Louisiana?

18%
22%
16%

44%

Border State Residents

Border State Residents

Louisiana Residents

Louisiana Residents

H 3+ Months

m1 - 3 Months

m2 - 4 Weeks

m Within Two Weeks

m 3+ Months
=1 - 3 Months
m2 -4 Weeks

m Within Two Weeks

Louisiana Visitor Conversion
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Trip planning - timing by destination
Trip planning relates to distance from primary source markets

B Consistent with the largest share of visitors who live outside Louisiana (68%), those
traveling to New Orleans take longer to plan and decide on a trip

m Over half decide to travel to other LA destinations more spontaneously (57%+ within two

weeks).
Time Decided On Trip Before Visit to Louisiana
27% m 3+ Months
0,
11% S0 .13 Months
VAR 19% 0
14% 23% m2 - 4 Weeks
38% 47% 41% B Within Two Weeks
Past Year Alexandria Baton Houma Lafayette Lake Monroe New Shreveport Vist
Louisiana Rouge Charles Orleans Slidell/North
Visitors Shore

Time Considered Trip Before Visit to Louisiana

21% 15% 0
32% 36% s 38% pZCTW  m3+ Months
' 13% 540, 14% m1 - 3 Months
(o)
e S 28% : 20% 20% |
15% 11%
B Within Two Weeks
34% 38% 48% 42%
Past Year Alexandria Baton Houma Lafayette Lake Monroe New Shreveport Vist
Louisiana Rouge Charles Orleans Slidell/North
Visitors Shore

Q7. How far in advance did you consider/decide to visit Louisiana?

Louisiana Visitor Conversion
April 2014
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Trip planning - information sources
Louisiana visitors us the same sources as total US travelers

B Louisiana trip planners primarily rely on their past experience and word of mouth as key
sources of information, but those who recall a Louisiana ad/use its website/contact
Louisiana Tourism more often make plans and take advantage of all types of information.

Information Sources to Plan a Trip
Ranked by Louisiana Visitors 2012 (5%+)

m Total Louisiana Visitors = Saw Ad/Contact LA m Key Market Residents

o
229 25%

14%
o/ . 6% 3%
NET Oown Friends/ NET Destination Online Travel Social/Comm'| Mobile NO PLANS
OFFLINE Experience Relatives ONLINE Website Full Service Provider Facebook, (iPhone, MADE
(Expedia etc.) (airline etc.)  TripAdvisor, Mobile Web
LinkedIn, Browsing)

blogs, etc.)

Q8. What sources did you use to plan you last trip to Louisiana?

Louisiana Visitor Conversion
April 2014
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Trip characteristics: overall vacation activities
Louisiana visitors come to visit, shop, eat, gamble, and sightsee

B Further, those who recognize ads and use Louisiana Travel information make good use of the resources -
adding more culture-oriented and nature-oriented (both animal and plant) activities to their trips.

Activities Participated/Attractions Visited
% Participated/Visited - Ranked by Louisiana Visitors (Activities 3%+ of Total Louisiana Visitors)

i L
(Net) Entertainment/ [N 6%  (Net) At & Culture % s7%  (Ney)Sportsand (I 14%

Amusement 9 i
69% Historic sites/ [ 25% Outdoor Recreation 25%
) _ 379 Historic homes 39%
Shopping a4 7% 0
° Museums 32% Fishing (fresh l 6%
] . . or saltwater) 0
Fine dining / Regional _ 30% . o 7 10% = iei
cuisine 36% Art Galleries °15% ;r/ostilo LSOUISIana
ISITOr
N 23% Theater/Drama/ W 3% o ) I 3%
Casino/ Gaming 49 Musical theater 7% Hiking/ Backpacking 5o, Saw Ad/Contact
(o] 0
(Net) Sightseeing I 29% 3% LA
Nightclubs/ Music B 0% ° - 12%
o) (o]
20% Urban sightseeing I 23%34% (Net) Parks and Gardens 539
Special events/ - 14% ) ) E 13% °
Festival 22% Rural sightseeing 21%
8%
Took a cruise from [l| 5% (Net) Nature/ [N 17% . Gardens . .
New Orleans 6% Outdoor Activities 27% 16%
; B 3%
(Net) Family [ 429 £oos/Aquariums 15% TR
Activities/Reunion 42% - o B 5% State/ National parks
Wildlife viewing 12% 14%
- oo N 32%
Visiting relatives 32% Bird Watching [ | 31;/%/0 .
. 0
B 23 Nature travel/ W 3% None of the above o

Visiting friends 259% Ecotouring 6%

Q18. Please check all of the activities you did/attractions visited on your last Louisiana trip.

Louisiana Visitor Conversion
April 2014
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Trip characteristics: vacation activities by residence

In-state residents most often visit relatives

B Border state residents tend to choose somewhat different activities than other visitors,
placing greater emphasis on gaming and often lagging on other choices.

Activities Participated/Attractions Visited
% Participated/Visited - Ranked by Louisiana Visitors (Activities 3%+ of Total Louisiana Visitors not shown)

0
(Net) Entertainment/ ] 5600/0 (Net) Art & Culture _25%;500 %o

Amusement e — 615 °
Historic sites/ _30 24%
Shoppi _25§/Z% Historic homes d 0%
opping A o
. 41% Museums [ 02 %o
. B 8%
Fine dining / _221%/0 w5y
Regional cuisine . 24%/0 Art Galleries 8 3%;
I °4% Theater/Drama/ B 3%
Casino/ Gaming 32% Musical theater s Qo
SR 21% — 4%
B 15% (Net) Sightseeing }520{;0/
Nightclubs/ Music 10% r— 8°/0
BN 14% Urban sightseeing 190}% °
. 3% SR 14%
Special events/Festival 3% . . [ §°/o
s 16% Rural sightseeing = &j}oo
Took a cruise from . 4% (Net) Nature/ _0 16%
1% Outdoor Activiti 179
New Orleans m o% utdoor Activities 17%

-0/30/0

(Net) Family I 42% Zoos/Aquariums i 8%
L . 36%
Activities/Reunion I 0
48% wildlife viewing 4638/0;’
Visiti lati 3:])).“"-0/0 -%0 °
isiting relatives ) . . o
PN 40% Bird Watching -3 é%
o I 21% Nature travel/ M 3?0
Visiting friends 1291{]0/O Ecotouring W 49¢

Q18. Please check all of the activities you did/attractions visited on your last Louisiana trip.

(Net) Sports and
Outdoor Recreation

Fishing (fresh
or saltwater)

Hiking/ Backpacking

(Net) Parks and Gardens

Gardens

State/ National parks

None of the above

B 3%

9%

R 21%

4%

Bl 12%

B 4%
1%

B 5%
[ EREA

2%

Bl 15%

m Key Market Resident
Border State Resident

® Louisiana Resident

| AL

2%

B 1%
B

1%

B 12%
B 0%

14%

- 9%
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Trip characteristics: vacation activities by destination
Activities vary widely by destination

B Most distinctive are New Orleans and Alexandria, which lead history, museums, and urban sightseeing; New Orleans also
adds nightlife, dining, and special events; Shreveport lures casino/gaming visitors; and Alexandria excels on outdoor

recreation and parks/gardens.
P /9 Activities Participated/Attractions Visited

% Participated/Visited — Ranked by Louisiana Visitors (Activities 3%+ of Total Louisiana Visitors not shown)

45%

(Net) Entertainment/

Amusement (Net) Family

Activities/Reunion

Museums

Art Galleries .
Visiting relatives Slidell/North Shore

Shreveport

Theater/
Musical theater/Drama

= New Orleans
H Monroe
Visiting friends
= Lake Charles
(Net) Sightseeing u | afayette
B Houma

f:’;/ze% (Net) Art & Culture = Baton Rouge
Nightclubs/ Music 31083/0

16% 32%
10% . . . . . 0
. 20% Historic sites/Historic ﬂ
Special 16% 16%

. 9% homes 19
events/Festival 11"2% °

Urban sightseeing = Al dri
exandria

Rural sightseeing

Q18. Please check all of the activities you did/attractions visited on your last Louisiana trip.
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Trip characteristics: vacation activities by destination

Activities vary widely by destination

Activities Participated/Attractions Visited

% Participated/Visited — Ranked by Louisiana Visitors (Activities 3%+ of Total Louisiana Visitors not shown)

% 15% 2%
- 22% 20% r 18%
17% 10%
Net) Nature 2%
Olftdogr Activit/ies 14% 26% (Net) Parks and Gardens 12%
19% (Net) Sports and 250, 19%
. (]
4% Outdoor Recreation 18%
19% 24% 13%
21% 21% 31%
12% 20% 12%
5% 36% 6%
W 13% 13%
. 0% 204 8%
Zoos/Aquariums 8% ° Gardens 8%
B 10% 9% 8%
0% . 8% 14%
0,
. o - 11% KL
o Fishing (fresh or 99 16%
(]
6% SaltWater) 8% 9%
9% ° 11%
F 8% 2% 11%
e 2% 9% 10%
Wildlife viewing 4% 18% State/ National parks 11%
7% 18%
4% 12%
8% 3% 12%
13% 8% 31%
3% 5% 22%
10% 1% 6%
0 aple .
r 2?%/" Hiking/ Backpacking 6% ‘7%110/
. . (]
Bird Watching 8% B 0% None of the above 9%
M 9% 0%

3

RO =

oo
XX
>3

o
L 13% 23%

Slidell/North Shore

Shreveport
= New Orleans
® Monroe

Lake Charles
m Lafayette
® Houma
m Baton Rouge

m Alexandria

Q18. Please check all of the activities you did/attractions visited on your last Louisiana trip.
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Trip characteristics: New Orleans cruise visitors

B A few New Orleans visitors embark on a cruise there and almost half of them spend at least
a day or two exploring the city.

Cruisers Spend a Little Time in New Orleans

New Orleans Cruise Visitors Extra Days in Louisiana How Many?
Base: Total Visitors (522) Base: New Orleans Cruisers (24) Base: Spent Extra Days (11)

Did
Cruise

5%

Average # Days:

Q18. Please check all of the activities you did/attractions visited on your last Louisiana trip.
Q19. Did you add any extra days before or after the cruise to spend more time in Louisiana?
Q20. Considering only the days spent for leisure purposes during this last trip, how many total days did you spend visiting Louisiana?

Louisiana Visitor Conversion
April 2014
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Day-trip expenditures
Spending choices vary by residence

B Louisiana residents spend the most for shopping
B Border residents take advantage of Louisiana’s entertainment options (including gaming).

Average Spending in Louisiana by Trip Type
Total Spending by Travel Party (Base: Day Trippers n=206)
DAY TRIP

E Transportation ® Food ® Entertainment m Shopping m Other

itors. B 29% 21% 15% 20% 15%

A adycontace La - [RAER 30% 22% 18% 13% 17%

Key Market

Resident $386 28% 21% 14% 24% 13%

Border State
Resident

$301 27% 20% 27% 14% 12%

Louisiana Resident JEEEN 20% 9%

Q15. Please estimate the dollars your travel party spent for each category on your last day trip to Louisiana.

Louisiana Visitor Conversion
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Trip expenditures by purpose
Visitor spending grows with distance from Louisiana

B Overnight visitors spend almost twice as much as day-trippers ($728 vs. $386)
B Shopping plays a larger role for in-state residents than for others.
Average Spending in Louisiana by Trip Type

Total Spending by Travel Party (Base: Overnighters n=367)
OVERNIGHT TRIP

B Transportation ®Food ®Entertainment ®Lodging ®Shopping ®Other

Total Louisiana

Visitors $728 26% 18% 11% 23% 11% 12%
LAA:Ic;jlct:g;tA;:? Liaw $860 A 18% 12% 23% 10% | 11%
Key Market $615 220, 18% 13% 23% 12% 12%

Resident

Border State
Resident

$513 21% 19% 22% 17% 9% 13%

RTSEL LG G $378 20% 18% 9% 21% 25% 7%

Q16. Please estimate the dollars your travel party spent for each category on your last overnight trip to Louisiana.

Louisiana Visitor Conversion
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Trip expenditures by destination

New Orleans visitors spend more than others

= New Orleans visitors, who travel farther and stay longer than average, spend the most
= QOtherwise, visitors generally spend between $450 and $600.

Average Spending in Louisiana by Destination
Total Spending by Travel Party (Base: Overnighters n=367)

OVERNIGHT TRIP

m Transportation = Food m Entertainment m Lodging ® Shopping m Other
Past Year Louisiana

$728 26% 18% 11% 23% 11% 12%
$462 29% 21% 8% 25% 14% 3%
$571 28% 17% 9% 21% 15% 11%
m $553 20% 25% 11% 29% 8% 6%
$497 27% 20% 14% 18% 15% 6%
$484 27% 19% 14% 18% 12% 10%
m $529 24% Lo 8% 24% 17% 8%
$867 26% 18% 9% 25% 10% 13%
$564 20% 16% 22% 20% 14% 8%
$607 PASK 19% 10% 19% 14% 12%

Q16. Please estimate the dollars your travel party spent for each category on your last overnight trip to Louisiana.

Louisiana Visitor Conversion
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Satisfaction with Louisiana by residence
Satisfaction is strong regardless of residence

B Louisiana residents and visitors who recognized ads or contacted Louisiana Travel directly/
via the website endorse Louisiana most fervently (extremely satisfied).

Satisfaction with Louisiana Visit
By Residence

M Not Satisfied ™ Somewhat ™ Very M Extremely

TOta\}i:;)tst:ana L 13% 39% SERL 85%

Saw Ads/Contact LA 9%, 359%, 57% 91%

Key Market Resident L% N 15% 38% 46% 83%

B°£2§i2.§f?tte L = 20% 42% 37% 79%

Louisiana Resident IR%11% 27% 61% 88%

*Note: Not Satisfied includes Not At All and Not Very Satisfied
Q22: Overall, how pleased were you with your last visit to Louisiana?

Louisiana Visitor Conversion
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Satisfaction with Louisiana by destination
Satisfaction varies somewhat by destination

B Most visitors go home happy; Shreveport (perhaps gaming losses?) and Houma trail other
destinations.

Satisfaction with Louisiana Visit
By Destination

W Not Satisfied ™ Somewhat ™ Very M Extremely

Louisiana
Visitors: Total

3% R 39% 45% 85%

16% 23% 61% 84%
PG N 12%  29% 57% 86%

bRl | 21% 10% 67% 77%

Alexandria

Baton Rouge

Lafayette L% 11% 25% 63% 88%

Lake Charles 1% |02 33% 55% 87%

AL 6% 29% 63% 92%

New Orleans 2%@  CE 35% 54% 89%

Shreveport 1% A 42% 40% 82%

Slidell/North
Shore

IR 159, 22% 63% 84%

*Note: Not Satisfied includes Not At All and Not Very Satisfied
Q22: Overall, how pleased were you with your last visit to Louisiana?

Louisiana Visitor Conversion
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Likely to recommend Louisiana
Likelihood is strong regardless of residence

B Similar to satisfaction, Louisiana residents and visitors who recognized ads or contacted

Louisiana Travel directly/ via the website would most likely support Louisiana by word-of-
mouth.

Likely to Recommend Louisiana
By Residence

W Not Likely ™ Somewhat ™ Very B Extremely

8%, 17% 31% 44% 75%
L% 2%  24% 63% 87%
6% 27% 30% 37% 67%

kP 8% 24% 64% 89%

*Note: Not Likely includes Not At All and Not Very Likely
Q25: How likely are you to recommend a leisure trip to Louisiana to a friend or family member?

Louisiana Visitor Conversion
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Likely to recommend Louisiana by destination
Likelihood varies somewhat by area visited

B Most praise the destination they visit; even Shreveport, Houma, and Slidell/North Share
have very few unwilling to recommend it.

Likely to Recommend Louisiana
By Destination

M Not Likely ™ Somewhat ™ Very B Extremely
Louisiana

Visitors: Total 8% 17% 31% 449, 75%

Alexandria 13% 20% 67% 87%

Baton Rouge KR4 | 13% 24% 60% 83%

20 23% 12% 64% 75%

Lafayette pL% 12% 21% 65% 86%

|

Lake Charles b 11% 21% 65% 87%

Ky 113% 34% 50% 84%

|

New Orleans 49 12% 28% 56% 84%

!

Shreveport 2y 18% 32% 46% 78%

Visited Slidell/
North Shore

*Note: Not Likely includes Not At All and Not Very Likely
Q25: How likely are you to recommend a leisure trip to Louisiana to a friend or family member?

ERL | 18% 26% 54% 80%

|
|
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Competitive state and city destinations
Southern states (and California) compete with Louisiana

B Those who see ads/contact Louisiana Travel/visit website show much greater interest in
visiting Louisiana than others — giving Louisiana a wider lead over competitors.

Future Areas Considered by Louisiana Visitors - Key Competitors
Base: Louisiana Visitors (n=522)

.. 9 47%
Louisiana 45% 59% Louisiana _ 4% °

; 37% . 36%
35% §3°/o
32% 34%
36% 42%
0,
California m/°33% California
o 17% B Total Louisiana Visitors m Key Market Resident
Mississippi 22% Mississippi
m Saw Ad/Contact LA " Border State Resident
: 17% :
Georgia ‘ 026% Georgia = Louisiana Resident
o)
Alabama E/OZ(S% Alabama
0,
Tennessee m’ 27% Tennessee
11%
Arkansas . 14% Arkansas
0,
Ilinois . 202 Illinois

37% %
Other/Not Sure 29% Other/Not Sure 21% 43%

Q3: Which of these destinations will you consider for your next leisure vacation?

Louisiana Visitor Conversion
April 2014
TNS © TNS 2014 TNS 212-234891

55



7/

Conversion

P

Louisiana Visitor Conversion
April 2014
TNS © TNS 2014 TNS 212-234891




When last visited Louisiana
Market relevance

B Most of the recent Louisiana visitors have been there in the past year.

Last Visit to Louisiana

Total Visitors

1-2
Years Ago
20%

Past 12
Months
80%

Q4: Which of the following best describes your most recent travel to Louisiana?
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Likely to visit Louisiana in next 12 months by residence
Two-thirds expect to return next year

B That ratio climbs even higher among Louisiana residents and those who recognize
ads/contact Louisiana Travel/visit its website.

Likely to Visit Louisiana in Next 12 Months
By Residence

B Not At All Likely ™ Not Likely M Somewhat M Very M Extremely

Total Louisiana
Visitors

b% 15% 15%  15% 49% 64%

Saw Ads/Contact LA
pL% 8% 10% 20% 60% 80%
Key Market Resident 110 17% 15% 54% 68%

Border State
Resident 30/ 25% 17%  46% 63%

Louisiana Resident 20& %10% 78% 87%

Q5: How likely are you to take a vacation or pleasure trip to Louisiana within the next 12 months?

Louisiana Visitor Conversion
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Likely to visit Louisiana in next 12 months by destination
Each specific destination attracts repeat visitors

B New Orleans and Shreveport somewhat lag other areas on repeaters, but both rely heavily
on out-of-state visitors, where it is less convenient to return soon.

Likely to Visit Louisiana in Next 12 Months
By Destination Visited in Past 12 Months

B Not At All Likely ™ Not Likely M Somewhat M Very M Extremely

Louisiana Visitors:
Total

59 10%!| 12% 15% 58% 73%

Alexandria 7% 2% 219, 87%

Baton Rouge 8% 8% 13% 81%
Houma 94%
Lafayette 7MW 308% 14% 75% 89%

Lake Charles 1% 06%23% 67% 89%
Monroe Y 4% 10% 12% 71% 82%

New Orleans 40 11% 14% 62% 76%

Shreveport 'L 5% 16% 18% 58% 76%

Slidell/N. Shore N7 5% 7% 11% 77% 87%

Q5: How likely are you to take a vacation or pleasure trip to Louisiana within the next 12 months?

Louisiana Visitor Conversion
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Awareness and impact of ads
Ad/marketing awareness varies by destination
B Overall, a quarter notice ads/marketing, particularly Alexandria and New Orleans visitors

B Many go to the website, especially those going to Alexandria, Houma, and New Orleans
m Of the media types, only online banner ads do not break single digits for any destination.

Impact of Ads
Base: Past Year Louisiana Visitors (n=415)

Past
Year LA Lafay- Lake New Shreve- Slidell/
Visitors Houma ette Charles Monroe Orleans port N. Shore
AWARENESS
Any Ad/Contact LA 27 39 24 31 33 27 27 34 21 19
Saw Print 6 7 5 6 7 4 10 8 4 4
Saw Television 8 15 7 10 15 14 10 10 6 9
Saw Banner 3 7 2 6 3 4 7 3 3 3
Saw Social Media 6 18 9 17 8 10 7 9 7 1
Visited Website 15 21 15 23 13 15 11 21 14 11
LA Travel Request 8 7 4 21 6 8 3 11 5 4
IMPACT
Any Positive Impact 18 23 13 19 15 15 17 24 15 8
Q28. Have you seen either of these print ads before? Q32. Have you seen either of these commercials before on TV?
Q34. Have you seen any of these online ads before? Q36. Have you seen any of these social media pages?
Q37. Have you visited the www.louisianatravel.com website? Q26. Did you request travel information from Louisiana Travel prior to your last visit?

Q39. How did the ads or materials/information provided impact your decision to take a leisure trip to Louisiana?
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Effectiveness of ads
All ads/marketing generate enthusiasm for Louisiana

B The Louisiana Travel website dominates other advertising/contact in both magnitude and effectiveness.

B Television ranks second in humber reached; social media ranks second in impact - especially for convinced
to book.

Behavior Caused by Ads
Base: Saw Ads or Had Contact With Louisiana Travel/Website

Saw

Past Year Request Saw TV Social

Total LA LA from LA Visited Saw Print Commer- Saw Online Media

Visitors Visitors Travel Website Ad cial Ad Pages
Base 127 112 43 C76) 28 C37) 13 27
Any Positive Impact 67 67 76 (85) 54 51 50 81
Seek More Information 35 36 48 48 31 29 27 38

Convinced to Book Trip 26 26 33 35 23 21 23
Lengthened Stay 17 18 23 25 15 27 41 40

Made Me Want to Return 40 42 44 GO 31 26 32 GO
Added Attractions to Visit 30 30 47 41 25 32 49
Went to Website After Ad 24 25 36 33 25 22 32 40

e e 59 59 = i 24 N G)>

Followed Louisiana Travel on

Facebook or Twitter 17 19 18 22 27 22 27 40
Asked for opinions/advice 17 18 22 18 31 21 14 21
ot LA travel Emal 21 23 30 30 25 24 27 38
Got Official LA Tour Guide 29 27 44 37 27 29 37 47
Neutral Impact 36 36 20 36 40 45 45 30
Negative Impact 4 4 4 5 6 5 9 4

Q39. How did the ads or materials/information provided impact your decision to take a leisure trip to Louisiana?
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Effectiveness of ads
All marketing efforts build interest in Louisiana

B The tour guide/ brochures, web surfing/website, and maps lead other marketing efforts, but television and

social media receive notable credit as well in impacting the Louisiana trip decision.

B General visitors (including those unaware of LA Travel’s efforts) place even greater emphasis on web surfing.

Most Important in Louisiana Trip Decision Making

60% 550,
41% 44%
23% 28% 29%
. 18% (] 20% . 16% 10% 19 6% - 14% 20% Lo 13% 0%
(o] (o]
Maps from LA Tour Web Surfing/ www.louisiana 1-800 Number Social Media  Television Ads Print Ads Online Ads
LA Travel or Guide/ Browsing travel.com to Request
Website Brochures Visitor Info
ETop 3 Most important One Most Important
60% 66%
38% 36% 0
13% 16% . 52" 25% = 15% 25% 14
o 8% 8% 6% - ° 0 0 o
1% 3% 3%
I . = . B
Maps from LA Tour Web Surfing/ www.louisiana 1-800 Number  Social Media  Television Ads Print Ads Online Ads
LA Travel or Guide/ Browsing travel.com to Request
Website Brochures Visitor Info
Q40. Which has the greatest effect on your decision to visit Louisiana?
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8

Visitor Demographics

P
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Visitor age by destination
Age varies somewhat by destination

Age

Various Louisiana destinations Base: Louisiana Visitors

attract somewhat differing age Average Age:
groups. LA Visitors Past Year 30%  [0% 23% 37% 49
B Younger visitors tend to head for Alexandria 29% 3%  27% 41% 50
Baton Rouge, Lake Charles, Monroe,
and to a lesser extent, New Orleans Baton Rouge 41% 6%  25% 29% 45

B In contrast, Alexandria and

. . Houma 34% 12% 31% 23% 46

Shreveport, where gaming is popular, i . . .
a_nc_i Slidell/North Shore attract older Lafayette wo BB o o a8

visitors.
Lake Charles 38% 6% 25% 32% 46
Monroe 40% 10% 20% 31% 45
New Orleans 37% 9% 22% 32% 46
Shreveport 23% 7% 31% 39% 50
Slidell/North Shore 23% 10% 26% 41% 50
m18-34 m35-44 m45-54 m55+

Q1: How old are you?

Louisiana Visitor Conversion
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Visitor income by destination
Income varies by Louisiana area destination

Household Income

Some destinations draw more Base: Louisiana Visitors

affluent visitors than others:

B New Orleans (drawing visitors from LA Visitors Past Year [REEZS -1 29% 29%  10%
farther away), Lafayette, and Houma
attract more affluent Visitors Alexandria 19% 2% 39% 21% 10%
B Despite age grou pll’_lgS that vary Baton Rouge [REL/M - ol 35% 8%
markedly, Alexandria and Lake
Charles both draw less affluent voura R - ..
visitors.
Lafayette 22% 15% 24% 30% 9%
Lake Charles 28% AL 20% 25% 8%
Monroe REEZW 0 27% 42% 49

New Orleans [RERZE (5 30% 28% 11%

Shreveport [RERAN 20/ 25% 31% 9%

Slidell/North Shore 19% PF16% 33% 26% 6%

Average

Income:

$73,600

$64,200

$70,300

$72,100

$72,030

$65,300

$69,500

$75,700

$68,700

$68,600

mUnder $30K = $30K-$49.9 ®$50K-$74.9 m$75K-$124.9K m$125K+

Panel: Income
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Louisiana visitor characteristics by destination
Characteristics vary by Louisiana destination (summary)

Gender, Marital Status, Household Composition, Ethnicity
Base: Louisiana Visitors

Past Year Slidell/N
LA Alex- Baton Lafay- Lake New Shreve- orth

graphics Visitors andria Rouge Houma ette Charles Monroe Orleans port Shore
Base: 333 30 116 29 76 71 47 203 93 57
% Married 62 63 61 80 67 63 61 60 64 70
% College Grad (4+ yrs) 48 52 54 70 47 48 44 46 44 49
Household Composition
% One Person 18 23 18 10 20 14 6 19 13 15
% Two People 46 58 38 26 48 52 46 44 55 50
% Three or More 36 20 44 64 32 34 48 37 32 35
% With Children < 18 16 8 18 33 18 17 22 13 18 19
Ethnicity
% Caucasian 79 94 79 82 84 71 72 74 82 86
% African-American 13 4 13 6 12 20 17 13 15 9
% Hispanic 2 - 1 4 2 3 - 3 1 3
Employment
% Full Time 44 52 38 38 36 39 35 46 39 30
% Retired 24 25 19 14 26 27 21 19 25 27
% Other 32 23 43 48 38 34 44 35 36 43
O/N* Leisure P12M
Average # Trips 4.3 4.2 4.4 6.0 5.3 5.2 3.7 4.7 4.7 5.6
Saw Ad/Contact LA
Yes 27% 39% 24% 31% 33% 27% 27% 34% 21% 19%

Q2. How many leisure trips that required an overnight stay have you taken in the past 12 months?
Panel: Marital Status, Education, Household Members, Children, Ethnicity, Employment
*0O/N = Overnight
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